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[bookmark: _Toc226424603]Organisational Context and Overview
Amazon has become one of the largest multinational technology companies in the world since Jeff Bezos founded it in 1994 as an online bookstore. The company has also grown tremendously over time, and today it operates in various fields, among them being E-commerce, cloud computing, digital streaming and artificial intelligence (Baylis, Wirtz and Johnson, 2022). This change is a manifestation of Amazon's strategic vision of constant innovation and long-term market growth. The company's mission statement is: "The most customer-centric company on Earth," which shows that it is very customer-oriented, focused on its customers' satisfaction, convenience, and value creation. It has a vision that focuses on being innovative, operationally excellent and a global leader in digital services.
The Amazon business model is extremely diversified and has been established on a platform-based ecosystem. Its main income figures consist of retail sales via the web, third-party vendor solutions, subscription income (Amazon Prime), and cloud computing (Amazon Web Services (AWS). Of all importance is AWS, as it generates a significant percentage of the operating profits of Amazon, showing that Amazon has employed an effective diversification strategy (Bryson and George, 2020). Moreover, Amazon spends significant investment in logistics and technology infrastructure in order to provide the clients with rapid delivery and effective functioning, which helps to increase its competitive advantage.
The company functions in the global e-commerce and technology sector, which is typified by the accelerated technological change, stiff competition and the changing consumer preferences. Other major rivals are Walmart and Alibaba in the e-business business, Microsoft and Google in cloud service providers. Amazon commands a dominant market position, having a wide product range, a good brand name and a well-developed logistics network (Enholm et al., 2022). 
Other factors that can be employed to popularise Amazon as a leader in the market are the strategic investments in innovation and customer loyalty. The availability of such services as Amazon Prime is an additional benefit to this, and they make a second purchase and use the service in the long run. Other problems that the firm is grappling with are the pressures on regulation, labour issues and increasing competition in the retail and cloud industries (Ferlie and Ongaro, 2022). Altogether, the effective strategic positioning, diversification of the business model, and the focus on innovation have helped Amazon to retain its dominant role in the international market.
[bookmark: _Toc226424604]External and Internal Environment Analysis 
[bookmark: _Toc226424605]External Environment Analysis (PESTEL)
The PESTEL model offers a comprehensive insight into the macro-environmental forces that affect Amazon. But more importantly, in addition to description, it is imperative to critically analyse the role that such factors play in shaping strategic decisions and long-term competitiveness (Goni et al., 2021). 


Table 1: PESTEL Analysis of Amazon
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Political Factors
Amazon is faced with growing regulatory pressure, especially in the United States and the European Union, where antitrust regulations and taxation are becoming stricter. This implies that the future of Amazon in terms of acquisition or monopoly of a market may be limited. The strategic implication is that Amazon should embrace organic growth and innovation as opposed to using market consolidation (Grant, 2021). 
Comparatively, Microsoft has the same regulatory issues, but it is less vulnerable since it has an enterprise-based model. This means that the retail dominance of Amazon turns it into a more susceptible target of political interference, which can raise the cost of compliance and reduce strategic flexibility.
Economic Factors
Economic factors like inflation, fluctuation of the exchange rates and global recessions directly influence the operating costs and the consumer demand of Amazon. The escalating fuel and logistics prices are increasing the cost of delivery, and this is a threat to the cost leadership strategy at Amazon. This brings out an important strategic conflict between low pricing and profitability.
The diversification of Amazon, especially with the help of AWS, offers financial stability. In comparison with Alibaba, which is heavily dependent on platform-based retail, Amazon has several revenue streams that minimise economic vulnerability. This implies that the diversification plays a very important role as a buffer to the macroeconomic uncertainty (Grant, 2024).
Social Factors
The evolving consumer behaviour, especially the increasing popularity of online shopping and convenience, has also brought many benefits to Amazon. This strengthens the customer-centric approach of Amazon and supports its significant investments in logistical solutions and rapid delivery (Henry, 2021). There are growing threats to reputation due to rising concerns about labour conditions and employee welfare. This can affect customer loyalty and brand value due to a negative public view. This indicates that social factors do not just drive growth, but also cause strategic risk, and Amazon has to manage efficiencies and ethical responsibility.
Technological Factors
Technology is a fundamental source of competitive advantage at Amazon, as the investments in artificial intelligence, automation, and cloud computing have improved the efficiency of operations and customer experience. This shows that the differentiation strategy at Amazon is focused on its technological ability (Lynch, 2021). Nonetheless, the overuse of AWS forms a strategic dependency. Although AWS makes substantial profits, the threat of losing its dominance is due to the growing competition with Microsoft Azure. This may imply that excessive dependence on one segment may subject Amazon to future market risks, and hence the necessity to continue innovating and diversifying (McKinsey, 2023).
Environmental Factors
Corporate strategies are also being influenced by environmental pressures such as climate change and sustainability demands. The Amazon Climate Pledge shows that Amazon is dedicated to carbon emission reduction. This helps in building brand reputation and meets the expectations of the stakeholders, which develops a long-term strategic value (Rose, 2020). Sustainability initiatives are expensive and long-term investments. It poses a trade-off between environmental responsibility and short-term profitability, implying that Amazon should strike a balance between the two conflicting priorities.
Legal Factors
The laws, especially the data protection laws like GDPR, give Amazon high standards of compliance. Lack of compliance may lead to financial fines and loss of reputation. The significance of effective governance and risk management systems is emphasised (Shakeel et al., 2020). Meanwhile, legal restrictions may restrict operational flexibility. It means that the legal considerations serve as a control tool and a strategic obstacle, and Amazon has to constantly adjust its policies and practices.
[bookmark: _Toc226424606]Critical Success Factors and Strategic Challenges
Critical Success Factors
The success of Amazon is determined by several relevant factors that help the company to compete successfully in the global market:
· Customer-centric strategy: Amazon cares about customer satisfaction; these factors include low prices, the speed of delivery, and a very large selection of products.
· Technological Innovation:  The constant investment in AI, cloud computing and automation is used to ensure efficiency and expansion (Zohuri and Moghaddam, 2020).
· Effective logistics chain: a well-developed supply network is a guarantee of fast and dependable delivery.
· Strength of the brand: The reputation of Amazon in the world brings trust and customer loyalty.
These circumstances enable Amazon to stay at a high competitive level.
Strategic Challenges
Amazon has several strategic challenges, notwithstanding its strength:
· Regulatory pressures: an intensification of the scrutiny of the government can restrict the possibility of growth.
· Strong competition: Amazon has to deal with targeted competitors, including Walmart, Alibaba, and Microsoft.
· Expensive operation: Investments in operation, technology and sustainability are costly (Baylis, Wirtz and Johnson, 2022).
· Reputation risk: The issues of labour and environmental problems impact the societal attitude.
These are the issues that keep Amazon in the process of changing its strategies to stay competitive.
[bookmark: _Toc226424607]Internal Environment Analysis
The internal environment of Amazon is composed of resources, capabilities, and core competencies needed to attain a competitive advantage.
Key Resources
Amazon possesses numerous strong resources:
· Technological infrastructure (AWS): A forefront cloud computing platform that is making high incomes (Goni et al., 2021).
· International logistics network: Modern distribution centre and delivery networks.
· brand value: excellent international recognition, and is respected by the customers.
· Monetary power: Good income and investments.
Capabilities
The competencies of Amazon allow it to apply its resources to the best of its abilities:
· Information-based decision making: Customer information used to make personalised services.
· Efficiency in the supply chain: Rapid and dependable delivery services (Henry, 2021).
· Innovation capability: ongoing production of new products and services.
· Customer relationship management: Customer satisfaction and loyalty.
Core Competencies
The core competencies of Amazon are:
· Innovative cloud computing (AWS).
· Good logistics and delivery network.
· Customer-centric innovation
The competencies make Amazon stand out in the market and assist in its success in the long run.
McKinsey 7S Framework
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Although, Amazon has an excellent fit throughout the McKinsey 7S framework, the firm has a stronger strategic, systems, and skill-fit than a staff management fit. Its customer-focused approach and high-level AI, cloud computing, and logistics operating capabilities have maintained a competitive edge. But work dissatisfaction, excessive performance pressure and staff turnover expose flaws in work congruency. This produces reputational risks which can impact brand trust meaning that efforts should be made to enhance workforce wellbeing to make organisations effective and sustainable in the long run.
[bookmark: _Toc226424608]VRIO Analysis
The VRIO analysis will determine the sustainability of the competitive advantage posed by Amazon's resources.
Table 2: VRIO Analysis of Amazon
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VRIO Discussion
The VRIO analysis shows that Amazon's competitive advantage is not grounded in the individual resources, but rather, in the combination of capabilities, particularly, the Prime ecosystem. Although the provision of resources like AWS and logistics is strong, competition and cost pressures are proving to be increasingly challenging to sustain. This implies that the success of Amazon in the long term lies in innovation and effective integration of its strategic resources instead of depending on a certain resource (Lynch, 2021).
[bookmark: _Toc226424609]Contribution of Internal Strengths to Competitive Advantage
The internal strengths of Amazon are of great importance in maintaining its competitive advantage in the global market. Its high level of technological ability, especially Amazon Web Services (AWS), leads to the creation of high profitability, and the ability to invest in innovation over the long run is one of its most significant of its strengths. This enables Amazon to stay at the top in e-commerce as well as in cloud computing. The delivery is very quick and confident, providing high consumer satisfaction and increasing the customers' loyalty, due to the highly efficient logistics network of the company.
The data-based strategy of Amazon is an important strategic competitive edge. The company can use the data collected about its customers in large amounts and personalise customer recommendations, streamline operations, and enhance decision-making. This will form an excellent value proposition that is hard to copy by the rivals. According to Whittington et al. (2020), organisations that manage to engage their resources and capabilities to a certain degree have higher chances of attaining sustainable competitive advantage.
This benefit needs to be supported by continuous innovation and strategic investment. Other competitors are also starting to apply such technologies, so that Amazon will not be different over time. Amazon should not stop building new competencies and improving on its competitive advantages to stay at the top of the market.
[bookmark: _Toc226424610]CSR and Sustainability Objectives
The Corporate Social Responsibility (CSR) strategy of Amazon is closely related to its long-term business goals, specifically, sustainability, innovation, and brand reputation. This firm has already done a lot to ensure environmental sustainability, including The Climate Pledge, which has set out to have net-zero carbon emissions by 2040 (Amazon, 2023). This incorporates renewable energy investment, electric delivery vehicles and sustainable packaging (Hong and Shore, 2023). Such measures show that Amazon is working towards minimising its environmental footprint as it attempts to face growing stakeholder demands of conducting business in an environmentally responsible manner.
Strategically, CSR activities of Amazon go hand in hand with their business goals in the following ways. Sustainability improves the brand image of the company and customer trust, and that assists the company in its customer-focused strategy (Yuan et al., 2020). The environmental problems are becoming a major concern of consumers, and Amazon's green activities contribute to the acquisition and maintenance of eco-friendly clients. Long-term cost savings can be achieved because of investments in energy efficiency and renewable resources, and an increase in operational performance. CSR assists Amazon in adhering to legal requirements and minimising risks of legal issues, as well as facilitating profitable operations worldwide.
The performance of Amazon in the area of CSR also has its critics. The company still has issues with its carbon footprint, high packaging waste and labour practices (Zhou, Wang and Zhao, 2020). The critics state that Amazon encourages sustainability, but its massive businesses remain part of the problem of environmental degradation. The CSR strategy of Amazon contributes to the business goals, as it helps the company build a positive reputation, provides compliance, and becomes more efficient. To realise a more sustainable competitive advantage, the company should more effectively take care of prevailing environmental and social issues (Orlando, 2022).
[bookmark: _Toc226424611]Comprehensive and Holistic View: Balanced Scorecard
Vision and Strategy
To be the most customer-centric business, through innovation, operational excellence, and worldwide growth.
One of the strategic performance management tools developed by Kaplan and Norton (1992) is known as the Balanced Scorecard, which helps organisations to assess performance on both financial and non-financial platforms. In the case of Amazon, the Balanced Scorecard is especially applicable as the business approach is quite diverse, with high rates of attention paid to customer harmony, innovation, and performance. Through the review of four major lenses, Financial, Customer, Internal Business Processes, and Learning and Growth, Amazon has the potential to streamline its operations towards the achievement of its mission of being the most customer-centric company in the world (Grant, 2016).
Table 3: Amazon’s Balanced Scorecard
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[bookmark: _Toc226424612]Financial Perspective
The financial aspect is concerned with the company in the capacity of Amazon to make money and be profitable. Sustainability of the financial growth based on diversification and expansion in the worldwide market is the main goal of Amazon. The major key performance indicators (KPIs) are revenue growth, operating margins, and return on investment (Hanson et al., 2016). AWS is decisive and essential in enhancing profitability because it leads to better margins than the retail operations. Strategic plans, including the expansion of cloud service and penetration into new markets, are factors which help Amazon to be financially stable in the long run. 
[bookmark: _Toc226424613]Customer Perspective
The customer perspective of Amazon is the core part of the overall strategy. The company is also focused on the satisfaction of the customers with the provision of low prices, quick delivery and a broad product assortment. Performance is measured by such KPIs as the speed of delivery, customer retention rates, and scores associated with user satisfaction (Park, 2020). One of the significant programs that makes customers more loyal is Amazon Prime, which includes free delivery options and a streaming service. Customer experience is also enhanced further through personalisation using data analytics. There is a persistent challenge of ensuring good quality of the service, but at a low cost.
[bookmark: _Toc226424614]Internal Business Processes Perspective
The internal processes view is based on the enhancement of operational efficiency and effectiveness. The aim of Amazon is to streamline its chain of supply and delivery systems to provide efficient and quick service. Such KPIs are the order fulfilment speed, delivery accuracy, and cost per delivery (Deepak and Jeyakumar, 2019). The company is investing massively in automation, robotics and sophisticated logistics systems in order to enhance efficiency. The intricacy of a supply chain management endeavour in the global scope presents risks, especially when it comes to interference in times of crisis like pandemics and economic recessions.
[bookmark: _Toc226424615]Learning and Growth Perspective
The learning and growth point of view focuses on the innovation, employee growth and organisational capacity. Amazon seeks to retain its competitive edge by ensuring that it keeps innovating and enhancing its technology. KPIs entail research and development (R&D) expenditure, employee performance and innovation. Amazon spends a lot on artificial intelligence, cloud computing and employee training. These projects favour long-term development and flexibility (Grant, 2016). Employee satisfaction and workplace concerns can also have an influence on productivity and need to be approached with a strategy.
[bookmark: _Toc226424616]Strategic Choices and Implementation (Trade-Off Analysis)
[bookmark: _Toc226424617]Business-Level Strategy: Cost Leadership vs Differentiation
Amazon is both a cost leadership and a differentiation at the business level. It manages to secure economies of scale, advanced logistics and supply chain efficiency to help it offer competitive prices due to its cost leadership strategy. Meanwhile, Amazon also distinguishes itself by rapid delivery, a broad product offering and value-added services like Amazon Prime.
Porter believed that companies would be caught in the middle when they tried to do both at the same time. The quest for faster delivery and a high level of customer satisfaction in the case of Amazon makes the operations, especially those of warehousing and last-mile logistics, considerably more expensive (Ali and Anwar, 2021). This decreases the profit margins of retailing and questions the sustainability of cost leadership.
In comparison, Alibaba uses an asset-light platform model, which has minimum infrastructure costs but provides less flexibility of control over delivery speed. This analogy implies that Amazon cares more about customer experience than profitability in the short-term, and the firm is long-term, strategically oriented, but it is subject to cost pressures (Bogers et al., 2019). 
[bookmark: _Toc226424618]Corporate-Level Strategy: Diversification and International Expansion
On the corporate level, Amazon has managed to pursue a diversification strategy, leaving the e-commerce and entering cloud computing (AWS), digital streaming, and artificial intelligence. Specifically, AWS is a significant source of profitability and proves how related diversification can be effective.
This plan is risky as well. The growing dependence of Amazon on AWS poses a threat of concentration whereby any slowdown in the growth of cloud computing will highly affect the overall performance (Abdulwase et al., 2020). Comparatively, Microsoft has created a more unified ecosystem that combines cloud computing with enterprise software that is not reliant on the use of one revenue stream. This implies that Amazon has been successful in its diversification, but it is not balanced across segments.
The international expansion strategy of Amazon has its chances and threats as well. Although venturing into emerging markets provides the opportunity to grow, it makes the company vulnerable to regulatory, cultural and competitive risks. It means that global expansion has to be selective and locally oriented, but not standardised.
[bookmark: _Toc226424619]Recommended Strategic Choices
According to this analysis, Amazon has to focus on differentiation rather than on pure cost leadership. Further investment in artificial intelligence, automation, and personalised customer experience will enhance its unique value proposition (Farida and Setiawan, 2022). The effort to be strictly cost-leader might not be sustainable in the face of increasing logistics and labour expenses.
On the corporate level, Amazon ought to engage in balanced diversification by venturing into the high-growth sectors like AI-driven services and enterprise solutions. This would lessen the over-dependence on AWS without technological lag. Also, the internationalisation should target the high-potential emerging markets (e.g., India and Southeast Asia) through localisation strategies.
[bookmark: _Toc226424620]Strategic Implementation and Change Management
Amazon has clearly shown its ability to cope with strategic change, especially in its efforts to transform into a technology-based organisation rather than an e-commerce one. Constant investment in innovation, automation, and digital infrastructure is a demonstration of being proactive to change (Oskooee, 2016).
The fact that it has grown rapidly has posed implementation challenges. Employee dissatisfaction, high operational cost and organisational complexity are issues that show a lack of alignment between strategy and implementation. This implies that Amazon is a very effective, strategic, innovative company, but it has problems that lead to failure in balancing its internal operations with its strategic goals.
Moreover, the rate of change can result in diminishing returns because continuous innovation can be costly. Thus, successful change management in Amazon should not be based on innovation only, but operational stability and workforce management as well (AlManei, Salonitis and Tsinopoulos, 2018). 
[bookmark: _Toc226424621]Strategic Evaluation and Recommendations
Such tools as SWOT analysis and the Matrix provided by Ansoff can be used to critique the current strategy implemented by Amazon. Such tools can be used to evaluate the strategic position of the company and pinpoint some areas of improvement.
[bookmark: _Toc226424622]SWOT Analysis
Table 4: SWOT Analysis
	Strengths
· Strong global brand
· Advanced logistics network
· Market leader in e-commerce and AWS
	Weaknesses
· High operational costs
· Labour and ethical issues
· Low retail profit margins

	Opportunities
· Growth in AI and cloud computing
· Expansion in emerging markets
· Sustainability innovation
	Threats
· Intense competition (Walmart, Alibaba)
· Increasing regulations
· Economic uncertainty


Based on this analysis, strengths (e.g., AWS and logistics) enable Amazon to gain a competitive advantage, whereas weaknesses (e.g., high operational costs) restrain profitability. Moreover, the threats posed by outside forces, including regulation and competition, show that Amazon has to keep changing its strategy so that it can maintain its position in the market. 
[bookmark: _Toc226424623]Ansoff’s Matrix Analysis
The growth strategy of Amazon fits well with the Matrix in the Ansoff:
· Market Penetration: Building customer loyalty with Amazon Prime and low prices.
· Product Development: Adding new services, i.e., AI tools and cloud solutions.
· Market Development: International expansion.
· Diversification: Social media and smart devices: Accessing digital streaming and entering new markets.
Amazon has been able to implement diversification, especially with AWS, which is now a significant source of profit (Zugay and Zakaria, 2023). The growing complexity and risk that are caused by diversification need effective control.
The approach pursued by Amazon is very successful in sustaining the market leadership by innovation and customer orientation. It has a problem of balancing cost leadership and differentiation. An increase in logistics/labour costs can decrease profitability, and the regulatory forces might curtail growth. The high growth rate in the company has enhanced the complexity of its operations, and this could have an impact on efficiency.
[bookmark: _Toc226424624]Recommendations
AI-Driven Logistics Optimisation: 
Amazon should introduce an improved system of AI-powered demand prediction and route optimisation across the entire logistics network, particularly in the regions that are expensive to operate in, such as North America and Europe (Bryson and George, 2020). This would allow the placement of inventory more accurately and also allow efficient delivery routing. This enables the minimisation of the cost of operations without deterring the velocity of delivery, which directly responds to the trade-off of strategy between the cost leadership and differentiation.
Reduce AWS Dependency Risk:
The approach used by Amazon is very efficient in attaining market leadership, but it has its shortcomings. The logistics and innovation investment are heavy, which makes the company less profitable within a short period, as it makes the financial sustainability questionable. Also, reliance on AWS poses a strategic threat, especially when the competition with Microsoft deepens.
Although the customer-focused strategy of Amazon can be used to achieve loyalty, it can also result in diminishing margins as the constant enhancement of the service level becomes more and more expensive. The success of Amazon in the long-term is determined by its capacity to be able to balance between its growth, cost efficiency, and strategic diversification (Baylis, Wirtz and Johnson, 2022). 
Targeted Emerging Market Expansion:
Rather than expanding globally on the board, Amazon should look at localisation approaches in local high-growth markets such as India and Southeast Asia by making partnerships with local firms and adapting to local price models. It is a particular strategy that minimises regulatory as well as cultural risks and maximises market penetration and long-term growth potential.
Improve Employee Strategy:
At Amazon, the company can increase the welfare of its employees through performance-based pay and enhancing the working conditions within the warehouses. This would reduce reputational risk, increase productivity, and lead to sustainable organisational performance since it is consistent with the concepts of the stakeholder theory.
[bookmark: _Toc226424625]
Section 2: Reflective Account
This reflection report assesses my learning experience during researching, analysing, and preparing a strategic management report on Amazon. The framework of critical reflection on my experience is Gibbs (1988) Reflective Cycle. The cycle encompasses six steps: description, feelings, evaluation, analysis, conclusion, and action plan. This reflection will assist in realising the actual strengths, weaknesses, and gaps in my academic and analytical skills to succeed.
[image: gibbs reflective cycle]
Figure: Gibbs Reflective Cycle (Gibbs, 1988) 
[bookmark: _Toc226424626]Description
The assignment required a critical study of Amazon's strategic management practices, its internal and external environments, CSR strategy, and performance across the entire organisation. To accomplish this task, I used some important strategic frameworks that I learned during classes, such as PESTEL, VRIO, SWOT analysis, and the Balanced Scorecard. These models allowed us to organise the analysis and assess Amazon's position as a competitor systematically (Aaron et al., 2021). I performed thorough academic research utilising academic journals, books and sound internet sources, including reporting of companies of interest and other statistical databases to support my work.
It started with the choice of Amazon as the case study due to its great worldwide presence and its association with the digital transformation and innovation (Chang, 2019). I then collected data on its history, business model, and the environment in which the organisation operates, as I created a concise picture of the organisation. I followed this step by using applicable theoretical frameworks to examine the strategic position of Amazon and determine its weaknesses and strengths. Lastly, I compiled my results into a report that was well structured and formulated recommendations on the basis of the analysis.
[bookmark: _Toc226424627]Feelings
Throughout the initial stages of the assignment, I was faced with a daunting task because I had to implement several strategic frameworks and be able to be critical in my examinations. I did not know how to associate theory and practical examples effectively. Nevertheless, further on, I felt increasingly firm in my knowledge of the concepts of strategic management.
The case study of working with Amazon was both intriguing and inspiring due to its innovative method of doing business and its influence on the whole world (Bailey, 2016). I was excited when I analysed its strategies and more so when I was using models like VRIO and PESTEL. By the completion of the assignment, I had a feeling of accomplishment since I could critically assess a real-life organisation through the academic theory.
[bookmark: _Toc226424628]Evaluation
There was a good and a bad side to the overall process of completing the assignment. The possibility of using the theoretical knowledge in the context of a real-life organisation was one of the critical strengths. This assisted me in gaining a greater insight into the concept of strategic management and its application in the field (Schaffer and Rodolfa, 2020). Besides, the appearance of various frameworks enabled me to compare Amazon in various ways, which resulted in a more thorough report.
The amount of information about Amazon that is available is a challenge that one of them encountered. Sometimes, this proved to be difficult because of establishing the most pertinent and credible sources. The other problem was the need to have an analysis that is critical but not descriptive (Bogers et al., 2019). Sometimes, I would be explaining the strategies of the company, rather than analysing them.
[bookmark: _Toc226424629]Analysis
This task has elucidated the role of combining theory and practice in strategic management. The PESTEL and VRIO models helped to utilise a systematic method and analyse the environment and capabilities of Amazon. Whittington et al. (2019) assert that strategic frameworks assist organisations to comprehend their competitiveness and make well-informed decisions.
It is through this process that I realised that critical thinking is critical in strategic analysis. That is not the reason to explain what a company does, but I would like to estimate why it does it and how successfully these strategies work. To analyse the diversification strategy of Amazon, it was important to comprehend the advantages to Amazon (i.e., the revenue boost by taking an interest in AWS) and the disadvantages (i.e., the complexity) (Abdulwase et al., 2020).
Another aspect was time management. To accomplish a huge task, one had to plan and organise. The division of the task into small parts allowed me to cope with the workload better. Another way in which the academic sources enhanced the quality of the analysis was that the arguments were backed by evidence.
[bookmark: _Toc226424630]Conclusion
This assignment proved to be a great learning process that helped me improve my knowledge of strategic management. I learned how to do research, analyse, and write academic papers. Another useful practical insight that I gained was how strategic frameworks can be translated into real organisations.
Although I had some issues managing the information and keeping a critical approach, I could handle them by practising and planning. The assignment has helped me become more confident in terms of problem-solving, business solutions and providing knowledge-based recommendations.
[bookmark: _Toc226424631]Action Plan
Based on this reflection, it is possible to mention several areas of improvement in the future. I will develop my critical thinking techniques through writing more analytically and also focusing more on evaluation, as opposed to description. Secondly, I will learn to better my research skills by employing a broader academic base and improve my ability to recognise the informational pertinence.
Thirdly, I will strive to join the field of time management by ensuring that I complete my tasks earlier and develop a strategy. This will assist in eliminating stress and enhancing the quality of my work. Lastly, my goal will be to become a better academic writer by being more careful about the structure, clarity, and referencing.
With such enhancements in place, I shall be more ready to handle any future tasks and career-related issues. The given reflective process has allowed me to see my strong and weak points, and it will assist me in my further evolution as a student and a future employee.
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